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Abstract 
Rapid changes in information and communication technologies cause serious developments in marketing field similar to 
every sector. In parallel with these developments, the social media channels which appear as Web 2.0 applications have a 
number of advantages in comparison with traditional media channels. Social media gained a place in marketing activities 
because of its advantages. Social media is added on instruments in line with these developments that countries benefit in 
marketing activities for attracting more tourists, investment and becoming prominent against the other cities. Cities 
intensively benefit from social media because of social media’s properties like reaching the large masses, low marketing 
cost, interaction, receiving feedbacks rapidly, etc. Within this context, the purpose of this research is to determine the use 
statuses of social media by metropolitan municipalities as part of city marketing. In accordance with this purpose, official 
social media accounts of 30 metropolitan municipalities are investigated between the dates of 01/09/2016 and 30/09/2016, 
then their shares in social media channels are investigated in the context of city marketing. It is observed that two 
metropolitan municipalities do not have official Facebook accounts, four metropolitan municipalities do not have an official 
Twitter account as well. Again, it is found that 19 metropolitan municipalities do not have an official Instagram account and 
17 metropolitan municipalities do not have official YouTube account. In consequence, it is observed that, our metropolitan 
municipalities do not benefit from social media effectively for city marketing activities. 
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1. Introduction 
Social media has directly or indirectly affected 
many fields since its emergence. Social media channels 
having billions of users today have added a new meaning 
to the concept of communication. Today, the brands, 
companies, public enterprises, celebrities, non-
governmental organizations as well as the individuals are 
taking part on social media. One of the fields that social 
media directly affects and contributes is certainly city 
marketing activities. By the social media, tens of cities 
had the opportunity of announcing their historical, 
cultural and touristic characteristics to a wide audience.  
The cities, in the name of their public enterprises and 
touristic locations, have reached to hundreds of 
thousands of followers through the accounts opened on 
social media channels. They had the opportunity of 
directly or indirectly communicating their touristic values 
to millions of people through their followers and their 
sharings. Moreover, the visuals prepared by the 
specialists in the field are also reaching to hundreds of 
thousands of people through these social media channels.  
When the intense competition among the cities is 
considered, this opportunity provided by social media is 
extremely important.  
Within the scope of this study that is realized in order to 
learn the social media usage statuses of 30 metropolitan 
municipalities in Turkey in the city marketing activities, 
findings relevant to presence of metropolitan 
municipalities in social media accounts, their follower 
numbers and number of their sharings regarding publicity 
have been revealed. 
 
2. City Marketing  
The strong competition that emerges in all the fields 
today has also covered the cities, and it has obliged them 
to perform marketing operations in order to attract more 
tourists and investors against other cities. In this 
                                               
*
 This study was presented at the 1st International 
Congress of Management Economy and Policy, 26-27 
November 2016. 
direction, the marketing activities have started to be 
realized mostly by the local managers, companies and 
inhabitants of the city who are the main actors of city 
marketing. Within this scope, city marketing is being 
defined as efforts for showing others why these actors 
love this city (Kavaratzis and Ashworth, 2007). In 
another definition, it is being defined as the efforts for 
increasing the economic and social functions and thus the 
attractiveness of the city in the direction of the demands 
of the target audience (Carrasquillo, 2011). City 
marketing, which is being considered as a long-termed 
process, is being defined as efforts to meet the 
requirements of the visitors, investors and inhabitants of 
the city. Within this scope, it is being suggested to carry 
out marketing activities on issues such as entertainment, 
recreation, security, employment, settlement facilities, 
trade, transportation, education, city order, infrastructure 
etc. (Goowaerts et al., 2014). Other reasons directing the 
cities to city marketing activities due to the competition 
arising among the cities are being listed as follows 
(Altunbas, 2007): 
 
 Attracting the tourists and visitors 
 Attracting business from other cities 
 Carrying out and improving the current 
business 
 Growing small business and opening new ones 
 Increasing export and investments 
 Increasing the population and enabling 
distribution within 
 
When the above articles are examined, it is being 
observed that the cities involve in marketing activities for 
economic and social reasons. In the process of city 
marketing, the requirements of arranging the 
infrastructure and social view of the city, determining 
common objectives, forming the development agenda 
and action plans that will pave the way for common 
vision, revealing the current potential of the city, 
increasing sharing and communication, forming the 
common city vision and values, enabling the decisions to 
be made jointly along with extensive reconciliation by 
integrating the views shouldn‘t be forgotten in order to 
attain the above purposes. In the general sense, Turkish 
cities have historical, cultural and touristic values which 
are valuable than the other. But by versatile marketing 
efforts, it shouldn’t be forgotten that millions of tourists 
may be attracted even for a few number of touristic 
products.  The element required to be performed at this 
point is the initiation of marketing activities by the local 
managers of the city along with the stakeholders through 
modern marketing tools and approaches.  
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3.  Social Media 
Social media is known as the common name of 
hundreds of channels such as Facebook, Twitter, 
Instagram, YouTube etc. which had emerged as web 2.0 
applications. Social media, with its user numbers, is 
standing as a channel in which all parts either seeking 
profit or not as brands and companies being in the first 
place take place and are required to take place.  In the 
evaluations performed regarding social media, it is being 
expressed as technology based applications allowing the 
users to generate information and to share such 
information (Kaplan and Haenlein, 2010). In another 
study, when the social media is used by public 
institutions, it is being assessed as an innovative platform 
allowing the institutions to interact with citizens and 
other institutions (Criado et al., 2013). It is easily 
specified that the social media, which had emerged along 
with the improvements arising in communication 
technologies in the recent ten years, is shaping and 
transforming the marketing activities (Gulbahar and 
Yıldırım, 2015). If we consider the user numbers of 
social media channels that come to the forefront in the 
general sense, it is being observed that Facebook has 
1.650 million and Twitter has 500 million users by 
September 2016 (www.socialbakers.com, 2016). And if 
we consider the social media figures in Turkey, about 46 
millions of Turkish population – which had exceeded 79 
millions by January 2016- are active internet users.  Also, 
the total number of social media users in Turkey is 
estimated as about 42 millions (Wearesocial, 2016). 
Social media is intensely being used in tourism sector 
and thus in city marketing activities as in each field.  
Social media platforms such as Facebook, Instagram, 
Twitter, Blogs, forums and media sharing sites are 
providing facilities for both the stakeholders of tourism 
and the city managers on issues such as improving the 
images of touristic locations, making the past or future 
tourism plans and establishing direct communication 
with the touristic locations. The main reason of this is the 
continuous use of social media by the people before 
planning their travels, in the process of travel and by the 
end of their travel at the point of sharing their 
experiences regarding their travel.  For this reason, social 
media tools are being considered as effective means in 
the publicity of touristic locations (Ketter, 2016).  
 
4.  Usage of Social Media in City Marketing  
Along with city marketing or marketing of 
locations, frequent magazines, newspapers and city 
presentation videos are also used. But these 
unidirectional means of communication were over costly 
and remained very limited in getting feedback from the 
target audience and in interacting with the target 
audience along with increasing popularity of the cities 
(Zhou and Wang, 2014). But by virtue of social media, 
interaction in between the city and the target audience, 
receipt of instant feedback, sharing opinions mutually 
and sharing visual and written items regarding the city 
have become possible. Social media is now very 
effective on city marketing, especially as destination of 
tourism.  Social media is providing a suitable platform 
for improving and sharing the experiences of the ones 
visiting the city. The integrated use of other social media 
channels relevant to tourism by the local managers will 
definitely increase the effect of activities (Zhou and 
Wang, 2014). Through the social media, the city 
administrations are able to initiate discussions with 
different target audiences and are able to obtain the 
opinions of target audience rapidly (Howard, 2012).  This 
condition will provide significant advantages to 
managers compared to the traditional media tools.  
Social media, besides being a platform providing 
followers the opportunity of communicating with each 
other, also provides the followers the chance of directly 
reaching the opinions and suggestions of public 
institutions which have a page (Mossberger, 2013). 
Because, it is known that personal experiences and 
interactions are affecting the perception of the 
individuals regarding the city (Sevin, 2014). By the 
social media, the opinions of ones which had previously 
visited the relevant cities and the suggestions of the 
public institutions relevant to the touristic product are 
directly learned.  
 
Social media is used in planning travels and in 
searching travel information, and briefly as a field of 
tourism (Xiang and Gretzel, 2010; Jacobsen and Munar, 
2012). Moreover, it will be possible to reach to a wider 
audience through sharing of texts and visuals -relevant to 
events that will be organized in the city- by the 
municipalities, and thus the attention of hundreds of 
thousands of people will be drawn (Calisir, 2015). For 
this reason, the use of social media in city marketing 
activities is standing inevitably. For instance, by the 
claim that the Şirince Village of Izmir will not be 
affected from doomsday in 2012, it had become the most 
known village of the world (Bozkurt, 2013). This 
condition shows the power of social media. In a research 
performed on social media accounts of 31 cities in the 
world, it had been found out that Twitter, YouTube and 
Facebook are the most used social media channels by the 
city municipalities (Mainka et al., 2014). In a research 
regarding the social media implementations of 
metropolitan municipalities, it had been determined that 
only 9 out of 16 metropolitan municipalities operating in 
Turkey are using social media in corporate sense. In the 
same study, it had been determined that the metropolitan 
municipalities are mainly tweeting regarding the issues 
of transportation, service, infrastructure, events and 
social municipalism, and that very few municipalities are 
using social media for publicity of cities (Tarhan, 2012).  
  
Being a recognized or known city means becoming 
more valuable and preferable in the eyes of ones living in 
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that city and sightseeing the city (Iri and et al., 2011). 
Today, everyone will accept that the most suitable means 
both affordability and reachability in increasing the 
recognition of the cities and in making it reach to large 
masses in social media.   For this reason, the local 
managers not using this channel in the process of city 
marketing or being unable to use this channel sufficiently 
will not be accepted. The following strategies are 
generally recommended to municipalities which want to 
use social media in city marketing activities;  
 Designing the social media strategy in the 
direction of the purposes of city marketing, 
 Designing the social media strategies as 
integrated with the traditional media tools, 
 Continuously updating the page, 
 In the contents, giving weight to visual and 
audial elements prepared by professionals, 
 Focusing on viral contents, 
 Managing the social media account by 
someone having good command of the 
information relevant to the city. 
5.  Method 
Within the scope of this study that is performed in order 
to learn the use of social media in city marketing, 30 
metropolitan municipalities in Turkey had been selected 
as institutions which take or required to take active duty 
in the process of publicity and marketing of the cities. 
Within this scope, the contents shared by 30 metropolitan 
municipalities in between 01-30.09.2016 on their official 
social media accounts had been examined. Within the 
scope of the research, first it had been entered in the 
official web sites of the municipalities and then it had 
been accessed to their social media accounts. Facebook, 
Twitter, Instagram and YouTube had been selected as 
social media channels. Among the contents shared by the 
municipalities, the contents relevant to natural, touristic, 
cultural and historical etc. elements of the city and the 
contents of artistic, cultural and sportive events realized 
in the city have been assessed as content within the scope 
of publicity, and the numbers of these contents have been 
considered. Content analysis method has been applied in 
the research. 
 
6.  Findings 
In this section, the account statuses of 
metropolitan municipalities on social media channels 
such as Facebook, Twitter, Instagram and YouTube, their 
follower numbers on these channels, and their total 
sharings and sharings for publicity on these channels in 
between 01-30.09.2016 are being examined.1  
                                               
 
Table 1: Social Media Account Information Statuses 
of Metropolitan Municipalities  
 
Resource: Table composed by author (01/10/2016) 
 
In Table 1, the social media account 
information statuses of metropolitan municipalities are 
available. When the table is examined, it is observed that 
two metropolitan municipalities (Trabzon and Van) don’t 
have official Facebook accounts, and that four 
metropolitan municipalities don’t have official Twitter 
accounts.  It is understood that the mayors of some of the 
metropolitan municipalities -which don’t have Twitter 
accounts- are performing sharing on their Twitter 
accounts.  It is also observed that nineteen metropolitan 
municipalities don’t have official Instagram accounts, 
and that seventeen metropolitan municipalities don’t 
have official YouTube accounts.  When the memberships 
of social media channels -reaching to millions both 
across the world and across our country- are considered, 
the non-presence of metropolitan municipalities 
operating in Turkey cannot be thought.    
 
 
 
 
 
 
 
 
 
                                                                    
1International Criminal Tribunal for the former 
Yugoslavia or ICTY, is a body of the United Nations 
established to prosecute serious crimes committed during 
the wars in the former Yugoslavia, and to try their 
perpetrators. The tribunal is an ad hoc court which is 
located in The Hague,  Netherlands. 
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Table 2: Social Media Account Information of 
Metropolitan Municipalities 
 
Resource: Table composed by author (10/10/2016) 
* Belongs to mayors of metropolitan municipalities. 
 
In Table 2, the populations of metropolitan 
municipalities as per address based population 
registration system for the year 2015 and their social 
media account information are available. When the table 
is examined, Istanbul is ranking the first by 14.657.434 
individuals in terms of population. Also in terms of 
Facebook followers, Diyarbakir is ranking the first with 
136.379 followers. Ankara has 284.343 followers on 
Twitter. And in terms of Instagram followers, Izmir is 
ranking the first with 49.7 thousand followers. Finally, 
Gaziantep has 920 YouTube subscribers.  When the 
figures are considered, it is observed that the numbers of 
followers and subscribers are as few as not be compared 
with the populations of especially the largest three cities.  
It is being thought that these figures will increase through 
the provision by the metropolitan municipalities of 
information that will facilitate the daily activities of 
citizens as daily routine issues being in the first place 
over social channels of information.  
 
 
 
 
 
 
 
 
 
 
 
 
Table 3: Facebook Sharings of Metropolitan 
Municipalities 
 
Resource: Table composed by author (01/10/2016)                  
It contains data between 01-30.09.2016. 
 
In Table 3, there are Facebook sharing of 
metropolitan municipalities in between 01-30.09.2016. When 
the table is examined, it is being observed that three 
metropolitan municipalities which share content the most on 
Facebook are Manisa with 378 contents, Mersin with 246 
contents and Antalya with 188 contents. Moreover, three 
metropolitan municipalities sharing content the most are 
Antalya with 121 contents, Manisa with 86 contents and 
Istanbul with 67 contents. When the publicity focused 
contents shared on Facebook by metropolitan municipalities 
are considered, it had been determined that they are visuals of 
activities for increasing the life quality of inhabitants of the 
city. These are relevant to social and cultural events 
performed in the city and the natural, historical and touristic 
elements of the city. Today, Facebook has the most followers 
among social media networks. In this direction and in the 
context of city marketing, Turkish metropolitan municipalities 
should increase their number of followers through publicity 
focused sharings and should enable their followers to share 
such contents on their pages. 
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Table 4: Twitter Sharings of Metropolitan 
Municipalities 
 
It contains data between 01-30.09.2016. 
 
In Table 4, there are the Twitter sharings of 
metropolitan municipalities in between 01-30.09.2016 
given as total and publicity focused. When the table is 
examined, the metropolitan municipalities sharing 
content the most within the specified period had been 
Sanlıurfa with 474 contents, Manisa with 383 contents 
and Istanbul with 374 contents. When the publicity 
focused Twitter sharings of metropolitan municipalities 
are considered, Antalya has 233 contents, Istanbul has 
160 contents and Sanlıurfa has 116 contents. When the 
contents shared by metropolitan municipalities on 
Twitter are considered, it is observed that mostly the 
contents on Facebook are shared.  It is required for the 
metropolitan municipalities to be present also on Twitter 
to feed their followers with visuals and texts. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 5: Instagram Sharings of Metropolitan 
Municipalities 
 
Resource: Table composed by author (01/10/2016) 
It contains data between 01-30.09.2016  
 
In Table 5, there is Instagram sharing of 
metropolitan municipalities between 01-30.09.2016. As 
it will be observed from the table, only 10 of the 
metropolitan municipalities have Instagram accounts. 
This social network, where the followers mainly share 
visual contents, is being encountered as a channel on 
which the visuals and publicity videos relevant to the city 
are required to be shared greatly. When the table is 
examined, it is observed that Ankara and Adana are the 
metropolitan municipalities sharing content the most.  
Also, in terms of sharing publicity focused contents, 
again these two metropolitan municipalities are coming 
to the forefront. But when the contents shared are 
examined, it is observed that they are mostly focused on 
celebrations, meetings and openings. Instagram is a 
social network that, the metropolitan municipalities 
should definitely use with its user numbers reaching to 
millions in Turkey.  
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Table 6: YouTube Sharings of Metropolitan 
Municipalities 
 
Resource: Table composed by author (01/10/2016) 
It contains data between 01-30.09.2016. 
 
Finally, in Table 6, the YouTube sharing figures of 
metropolitan municipalities in between 01-30.09.2016 
are available. When the table is examined, it is observed 
that only 13 metropolitan municipalities have YouTube 
accounts. It is thought that other municipalities which 
don’t consider to be present in this social channel –that 
has millions of users in the world- will not be able to 
have reasonable grounds.  When the table is examined, it 
is observed that the metropolitan municipality which had 
shared the most videos in between the specified dates is 
Adana with 32 videos, and it is being followed by 
Kahramanmaraş with 11 videos. Also when the publicity 
focused video sharings are considered, Adana is ranking 
first. Adana metropolitan municipality’s videos for 
introducing the city such as festivals etc. are coming to 
the forefront.  
 
7.  Conclusion 
 
Social media has extremely significant pluses when 
compared to traditional communication means with its 
advantages such as being able to reach to large masses, 
interacting with the target audience, getting fast 
feedback, cost etc. In this sense, the local administrations 
such as municipalities and governorates should involve 
in their city marketing activities.  The following results 
and recommendations have been revealed within the 
scope of this study that is realized in order to determine 
how the 30 metropolitan municipalities use social media 
by sharing publicity focused contents within the scope of 
city marketing activities;  
 
 In the examination performed within the scope 
of the research, with 136.379 followers, 
Diyarbakir metropolitan municipality is 
ranking the first among 30 metropolitan 
municipalities in respect of Facebook 
followers. Also, Ankara metropolitan 
municipality is ranking the first with 284.343 
individuals in respect of number of Twitter 
followers. And in terms of Instagram 
followers, Izmir metropolitan municipality is 
ranking the first with 49.7 thousand followers. 
Finally, Gaziantep metropolitan municipality 
has 920 YouTube subscribers.  When the 
figures are considered, it is observed that the 
numbers of followers and subscribers are as 
few as not to be compared with the populations 
of especially the largest three cities. 
    
 It is being observed that the three metropolitan 
municipalities which share content the most on 
Facebook are Manisa with 378 contents, 
Mersin with 246 contents and Antalya with 188 
contents. Moreover, in the ranking of three 
metropolitan municipalities sharing publicity 
focused content the most, it is observed that 
they are Antalya with 121 contents, Manisa 
with 86 contents and Istanbul with 67 content. 
 
 When the Twitter sharings of 30 metropolitan 
municipalities are considered, the metropolitan 
municipalities sharing content the most within 
the research period had been Sanliurfa with 
474 contents, Manisa with 383 contents and 
Istanbul with 374 contents. When the publicity 
focused Twitter sharings are considered, 
Antalya has 233 contents, Istanbul has 160 
contents and Sanliurfa has 116 contents.  
 
 Also in the Instagram sharings of metropolitan 
municipalities, it is being observed that Ankara 
and Adana metropolitan municipalities are 
sharing the most content. Plus, in sharing of 
publicity focused contents, again these two 
metropolitan municipalities are coming to the 
forefront. 
 
 Then by the help of research, it is observed that 
only 13 metropolitan municipalities have 
YouTube accounts, and the metropolitan 
municipality sharing the most video is Adana 
with 32 videos. That is followed by 
Kahramanmaraş with 11 videos. When the 
publicity focused video sharings are 
considered, Adana is ranking the first.  
 
 For the municipalities to effectively benefit 
from social media in city marketing, it is 
required for the accounts to be managed by 
professional employees directly affiliated to the 
administration of the city and for them to 
respond the questions and critics as soon as 
possible.  
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 When the sharings of metropolitan 
municipalities on social media channels are 
examined, it had been revealed that the 
contents are relevant to meetings, openings, 
visits, celebrations and etc. The metropolitan 
municipalities to perform sharings also on 
other subjects besides these contents will 
contribute to the increase of number of 
followers. 
  
 For the municipalities to effectively use social 
media in the context of city marketing, they are 
required to frequently share the historical, 
touristic, cultural values of the city with visual 
contents.  Again, all kinds of social, artistic, 
cultural and sportive events to be realized in 
the city are required to be shared with the 
followers with visual and viral contents.  
Consequently, it is affecting the behaviors of users 
of social media –that increases its number of users each 
day- both at the point of goods and services and at the 
point of touristic products. Thus, it has become easier for 
the local administrations to communicate their touristic, 
historical and cultural values through official accounts to 
attract the attention of masses. It is not possible to 
explain and understand the attitudes of local 
administrations which stay away from these social media 
channels which have millions of followers and uses, and 
which don’t effectively use these channels despite 
willing to attract more tourists and investors to their 
cities. 
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